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Abstract
Purpose of Review Social media enables a range of possibilities in the way gamblers and gambling operators interact and content
communicate with gambling. The purpose of this systematic review was to synthesise the extant literature to identify the ways in
which social media has been investigated in the context of gambling.
Recent Findings A systematic review of the literature identified 41 papers that collected primary data pertinent to gambling and
social media from multiple disciplines. These papers broadly fell into three themes: communication, community and calculation
(of sentiment). Papers on communication focused on the content of gambling advertising on social media and the impact on
people exposed to it. Studies of gambling communities studied the activity and structures of discussion groups on social media
concerning recreational or problematic gambling. Papers on calculation collated social media data to assess sentiment and
compared it against betting odds.
Summary There is an emerging multidisciplinary literature that has looked at the use of social media in relation to gambling.
There is preliminary evidence that the content and the reach of gambling advertising on social media is a source of concern,
particularly for younger people. The themes discussed on gambling support forums appear to be common across communities,
focusing on negative emotions, recovery, addictive products and financial support. Using social media to assess sentiment
appears to be particularly effective at identifying potential upsets in sporting matches. Future suggestions for research are
explored.
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Introduction
The internet has changed the way in which we communicate
with each other and entertain ourselves. The gambling sector
was an early adopter of online innovation [1]. One of the
major developments has been the proliferation of social me-
dia, the communities and networks that enable the sharing of
content between groups of people. The aim of this paper is to
review the different research questions, methods and findings
of studies that have looked at the intersection between social
media and gambling research.
Social Media and Gambling
Kaplan and Haenlein [2] define social media by the use of
Web 2.0 functionalities (e.g. Adobe Flash, RSS, AJAX), and
the enabling and delivery of user-generated content—
multimedia such as text, images, videos and sound. This en-
compasses a range of communities from blogs to online
games and to social networking websites. In addition there
are discussion forums that do not use Web 2.0 capabilities
but involve the sharing of user content that are part of the same
continuity as social media. Social media has itself evolved
considerably over the last decade since, as most people now
use social media in their daily lives, accessed through a di-
verse array of devices [3]. The most prominent accounts on
social media now reach millions of people [4], and it has been
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adopted by businesses, pressure groups and political figures
alike to reach the public [5].
Gambling companies have embraced social media as a
means of communicating with potential customers. In the
UK, analysis of the public accounts of gambling companies
indicated that in 2017, around 60% of gambling advertising
expenditure was spent on online advertising [6]. Social media
represents around 10% of total advertising spend, and spend
trebled between 2014 and 2017 [6]. Building on the existing
literature in gambling advertising, there have been a number
of studies that have looked at the content of gambling adver-
tisements on social media [7••, 8••, 9••].
The proliferation of social media has allowed commu-
nities of likeminded people to propagate. In the case of
gambling, groups of people discussing topics and issues
related to both recreational and problematic gambling ac-
tivities have developed. This has led to an interest in the
nature of the content discussed, and the dynamics of these
communities [10••]. Because many people who experience
difficulties relating to gambling disorder do not undergo
formal treatment [11], discussion groups represent an im-
portant source of informal care and a source of information
for an even larger potential population who lurk and do not
participate in the forums [12].
One area in which the role of social media in gambling
has been extensively explored and is not considered in the
scope of this review is in the context of social casino games.
We recommend readers interested in this topic to reviews
by Sirola et al. [13], and Gainsbury et al. [14–16]. Social
casino games are simulated gambling games, or games with
gambling themes, that are free to play on social media plat-
forms, particularly Facebook. There is a developed litera-
ture on the role social games have on the transition to real
money gambling and potentially addictive behaviour.
However, social gaming is becoming less and less integrat-
ed with social media: the vast majority of social games are
now available as standalone mobile applications as well as via
social media. As web browsers increasingly discontinue
plugins (e.g. Flash) that are used by these games, players are
increasingly likely to access them outside of social media.
Further, although of interest to gambling researchers for many
reasons, these are not classified as gambling per se. Gambling
regulators have typically not treated them as a gambling ac-
tivity because they do not involve the wagering of real money.
Although many offer microtransactions, there is no way to
cash out virtual ‘winnings’ and so do not meet legal defini-
tions of gambling in many, but by no means all, countries.
The purpose of this systematic review was to build a com-
prehensive overview of the current literature relating to social
media and gambling. In doing so, we aim to categorise the
types of study in the field and highlight existing knowledge




Relevant studies were identified through searching electronic
databases and citation searches. Four electronic databases
were searched: Google Scholar, Web of Science, Scopus,
and EBSCO Psychology and Behavioural Collection. A range
of search terms were used to capture different social media
platforms (Social Media, Social Networking, Twitter,
Facebook, Instagram, Forums and Blogging) and gambling
(Gambling, Betting and Casino). Each of the search terms
representing social media platforms was paired with each of
the terms representing gambling to yield a total of 21 searches
which were conducted on Google Scholar. Of these 21 search
terms, 11 yielded useful articles and were subsequently used
as search terms on the other three databases. All searches were
conducted from 4th August to the 3rd of September 2020. A
total of 3265 articles were searched by their titles and abstracts
with 85 of those articles being identified as potentially rele-
vant. Backward citation searching identified a further six arti-
cles yielding a total number of 91 articles. Grey literature (e.g.
reports to gambling regulators, businesses) that were identi-
fied in databases and citation searches was included if it re-
ported some form of primary data collection The full text of
the remaining 89 articles was inspected, and 41 articles met
our inclusion and exclusion criteria (Fig. 1).
Exclusion Criteria
The following exclusion criteria were applied to each of the 89
articles. Studies that were tangentially related to social media
[17–19] or focused on similarity were excluded, as were pa-
pers that did not report primary data [13, 16, 20–22]. Papers
that were duplicates (e.g. preprints) and not written in English
were also excluded. In the case of duplicates, the peer-
reviewed version was selected for inclusion. After applying
all the inclusion and exclusion criteria, a total of 41 articles
were included in this narrative review.
Results
Across the 41 papers included in the systematic review, we
synthesised them into three broad areas of study: communica-
tion, community and calculation of sentiment. These group-
ings are ad hoc however, and it is important to be aware that
other parcellations exist (e.g. by audience, media content, mo-
tivation, perceptions of social media vs. actual social media
data). The papers are summarised in Table 1. The vast major-
ity of the papers included have been published since 2015
(Fig. 2).
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Communication: Using Social Media to Advertise
Gambling
The first theme of the review was the use of social media by
gambling companies to engage with consumers and promote
their products and services. Research in this area addressed
questions around the volume and reach of gambling compa-
nies via social media, what content gambling operators are
posting, the underlying message behind this content, and the
extent that vulnerable users of social media are exposed to
gambling content.
One consistent finding was the reach that gambling com-
panies can have across social media platforms, often having
hundreds of thousands of followers [7••, 24, 28]. Research
also suggests that some betting companies post frequently
throughout the day, although there is considerable variability
between companies [7••, 9••, 36, 37]. The large reach gam-
bling operators have, and the potential to deliver high volumes
of messaging via social media, allows gambling operators to
maintain engagement with their products and raise awareness
of their services in ways that conventional forms (i.e. news-
paper, radio and television) of advertising cannot [26].
Gambling operators use numerous types of content to en-
gage their audiences [7••, 30], and there is convergent evi-
dence of certain types being common: promotion of gambling
products, competition, sports news, customer engagement,
betting tips, features, responsible gambling, and the use of
humour [8••, 24, 34]. One common finding across the articles
reviewed was the paucity of responsible gambling messages,
with some operators never posting responsible gambling mes-
sages, whilst others embedded the messages in small text at
the foot of pictures [7••, 9••, 24, 34, 36]. Research has begun
to look more closely at the different types of promotional
content in social media posts such as in-play odds, cash out,
free bet offers, requested odds, enhanced odds, bet builder and
cash price competition [9••]. In the content of the social media
activity of British bookmakers, the most popular promotional
content is requested odds, where consumers can build their
own bets and gambling companies quote individualised odds
back to them [7••, 9••]. Despite the higher potential payoff of
these bets, they are rarely realised resulting in sizeable profit
margins for book makers [35•].
Researchers have also looked at the underlying meaning
within gambling content on social media, and found that there
is a tendency to portray gambling advertisements in a positive,
glamorous light, often minimising the potential losses whilst
highlighting the potential for winnings [7••, 23, 32]. Other
occurring themes noted by some authors were adventure,
mateship, normalisation of gambling, sexualised imagery
and gendered framing of content [24, 28, 36], often segmented
towards young men. It has been suggested that content,
whether by design or happenstance, is framed in a way that
would appeal to children with the use of bright colours, car-
toon characters, sounds, animations and celebrities [32, 34].
Search of electronic databases yielded: 3,265 
articles which were then searched by title and 
abstracts.
85 articles identified as being relevant. Backward 
citation searching identified a further six articles. 
Yielding a total of 91 articles.
A total of 91 articles were read through. Of which, 
41 met our inclusions/exclusion criteria.
Number of articles deleted due to the inclusion of 
no primary data: 14
Number of articles deleted due to no focus on 
social media or gambling:14
Number of articles deleted due to focus on 
simulated gambling: 18
Number of articles deleted due to full-text not 
available: 2
Number of articles deleted due to prior inclusion 
in the review: 2
Fig. 1 PRISMA flow chart of the
systematic review
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Table 1 Studies included in the systematic review that have a communication focus
Paper Methodological approach Key findings Theme
Gainsbury et al.
(2016a) [23]
Qualitative observation of social media
content from 101 operators
Themes of gambling advertising on social media are positively





Online survey with 964 respondents Moderate/high-risk gamblers (PGSI 3+) saw and interacted with
more gambling advertising on social media. Also recalled more





Mixed methods interviews (111 sports
fans)
Young [11–16] basketball fans reported high (55%) exposure to
gambling adverts on social media, particularly YouTube (36%).





Interviews (19 operators) Operators view social media positively with focused presence.






Vignette study via online survey (1430
respondents)
Young people preferred antigambling social media vignettes, but





Webscraping and qualitative analysis
(877 Twitter users)
Gambling is highly visible on social media with multiple purposes.








Experiment (120 participants) Adverts on social media posted by gambling operators increased






Webscraping (of 13,344 tweets) Gambling affiliates’ tweets tended to be more directly gambling






Online survey (111 respondents) Gamblers found social media advertising useful for getting news,







Webscraping (of 63,913 tweets) UK bookmakers engage in extensive use of Twitter, with different






Observational (examination of 100
popular Facebook games)
Heavy use of simulated gambling content in social media games,
and companies that made real money gambling games made





Webscraping (of followers to
bookmakers’ accounts)
Around 6% of bookmakers’ (and 17% of esports gambling)
followers are from underage accounts. 66% of youths had seen





Mixed methods interviews (of 170
participants)






Observational mixed methods (of
bookmakers’ social media posts)
Monitored bookmakers’ posts, finding high volume of posts along





Webscraping and online survey (of
2889 tweets, and 55 of the users who
tweeted them)
Punters’ requested bets via Twitter had high potential payoff but





Observational and survey (of social
media adverts, and 3200
respondents)
Social media adverts were segmented, and users noticed use of
profiling and tracking. Survey respondents reported prevalent






Webscraping (qualitative analysis of
16,466 tweets)
Identifies multiple themes of operators tweets: sports, betting







Webscraping (qualitative analysis of
3375 tweets)
High variability in operators’ Twitter activity and limited use of
responsible gambling messaging. Identified multiple categories





Interviews of 35 operators Identifies issues with regulating social media advertising—
unethical use of targeted ads, and use of intermediaries






Online survey (of 2803 respondents) Found high levels of exposure to gambling adverts in young
people, that around 10% follow a gambling social media




These findings highlight the importance of considering
where gambling content is placed within social media, and
to what extent vulnerable groups like young people (i.e. too
young to gamble) or those with gambling problems are ex-
posed to these messages. The UK Gambling Commission
found that 70% of young people had been exposed to gam-
bling adverts through social media [39]. It also reports that
around 10% of young people follow a gambling account on
YouTube, Instagram or Facebook [39]. A subsequent report
found that around 66% of young people were exposed to
gambling advertisements via social media [32]. Attempts to
profile and classify followers of bookmakers’ accounts sug-
gest that around 6% of their followers were young people,
which rises to 17% of followers on esports gambling accounts
[32]. A review of leading Facebook games identified that ref-
erences to gambling were common (in addition to simulate
gambling content), most often for slot machines [31]. Young
people are particularly at risk of exposure on social media if
they are male and are sports fans [25••, 33•]. The increased
opportunity for segmentation and targeting the most receptive
audiences that social media offers advertisers, may risk cap-
turing users who for regulatory (e.g. under the age of 18) or
corporate responsibility (e.g. at risk of harm) purposes would
be of concern. As the evidence evolves it may be that gam-
bling regulators see a need to intervene and set guidelines for
the profiling of social media users.
Whilst the impact of young people viewing gambling
adverts is still to be determined, we do know that those
who report higher risks of problematic gambling are more
likely to report increased gambling intentions and behav-
iours after viewing gambling adverts on social media [17],
as are people who have positive gambling attitudes [27•].
There is some early evidence that adverts on social media
might foster positive attitudes toward gambling [29].
Despite the risk of exposure to young people, and the po-
tential harm to those already vulnerable, the main forms of
protection currently being deployed by social media com-
panies and gambling companies appear to be using geo-
location, age verification and taking down unsuitable ad-
verts, all of which have their vulnerabilities [38••].
Additionally there is the complication that social media
companies and gambling operators often reside in separate
jurisdictions to users, which raises regulatory implications
regarding the responsibility for safeguarding and the risk of
exposure to unregulated gambling products. One recom-
mendation has been that a different approach is required,
Fig. 2 Graph of the number of
papers included in the systematic
review published each year
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based on consumer protection rather than gambling regula-
tion that incorporates social media providers rather than
placing the onus solely on gambling providers [38••].
Community: Gambling Forums as Places of Support or
Recreation
The second theme was the use of data from gambling forums,
which can be divided into forums where users either seek
support and advice from fellow gamblers, or share tips and
gambling strategies with each other.
Gambling support forums are popular sources of support
that have the advantage of being accessible 24/7 and provid-
ing anonymous support to those who experience gambling
difficulties. These are aimed at the gambler themselves or
those affected by the gambler (e.g. family, friends) [10••,
28]. Several papers using observational, ethnographic and
big data techniques have identified that posts can be
categorised into: resources to aid recovery (formal and infor-
mal), supportive messages, personal stories, requests for help
or specific questions, introductions and moderator messages,
financial resources and support, impact on family and relation-
ships, and expressing and managing negative emotions of
shame and guilt [10••, 40–42].
In addition, analyses of the content of forum posts, and in
some cases surveying forum users, have sought to discover
and understand the benefits and potential drawbacks support
forum usage has on its members. The use of support forums
has been reported to reduce loneliness, enhance a sense of
identity, increase self-knowledge, manage impulses to gam-
ble, and enhance the range of strategies to manage gambling
thoughts and behaviours [40, 41, 43••]. However, gambling
forums do pose a number of challenges. For example, users
have criticised moderators for being too slow to take down
abusive posts or respond to those in crisis [28, 41]. Equally,
whilst they can offer helpful and useful advice from those who
have expertise from experience, the support is not from qual-
ified professionals [28]. There is tradeoff here between avail-
ability and lived experience, and established efficacy.
Nonetheless there are encouraging indications that online sup-
port forums provide an important source of support to those
struggling with gambling experiences and do considerably
well despite the lack of resources and funding available.
Research on recreational gambling forums has explored the
characteristics of the people who use these forums, and has
helped to illuminate the types of posts made to these forums.
Users of gambling forums are younger, typically male, heavier
users of the internet, and are likely to already be classified as at
risk or probable pathological gamblers [44–46]. There is
mixed evidence that they might be more lonely from a sub-
sample analysis [45]. Users of gambling forums reported
greater use of payday loans and using online (real-money)
casino sites, but were less likely to visit gambling support
forums [44]. Posts onto these recreational gambling forums
were related to gambling experiences, gambling tips/strategies
and gambling news [44, 47]. In-depth analysis of an online
poker forum found two themes consisting of subjective expe-
rience of playing poker, and developing their poker skills, in
terms of both the mathematical probability of playing, and the
psychological control of themselves and other poker players
strategies [48]. Whilst research has detailed the types of peo-
ple who use pro-gambling forums and the type of content they
post about, it is less clear what if anything can be done to help
these at risk users from developing or continuing potentially
harmful gambling behaviours. Equally, more needs to be done
to understand the long-term efficacy of using and participating
in an online forum to help manage gambling problems.
Calculation: The Wisdom of Crowds
The third theme that emerged involves the use of social media
data to gauge the sentiment of people posting about events that
can be bet upon such as sporting matches. Sentiment in these
instances refers to the emotional valence social media users
display in their postings or engagement towards an outcome.
This is then used to predict the outcome of those events. Social
media is essentially harnessed as a naïve prediction market,
and compared against predictions derived from models such
as ELO, or expert judgements such as bookmakers’ odds. A
second aim of studies in this theme was to test whether these
aggregated data provide additional informational value over
bookmakers’ judgements and if they can be used to develop a
profitable betting strategy. The majority of the research in this
area studies sports (i.e. NFL, NBA, English Premier League)
but has also been applied to esports and politics [49, 50].
The papers in this field took a few approaches to modelling
sentiment. Typically this involved using Twitter posts as their
main source of data [50, 51••, 52, 53••], but some used
specialised sports prediction websites or communities such as
Transfermarkt [54•, 55•]. Others used likes or follows on social
media as a measure of popularity to operationalise sentiment
bias [49, 56•, 57]. Others have further tried to distinguish be-
tween absolute and relative sentiment, finding that changes in
relevant sentiment have particular value in successfully
predicting outcomes, and also where upsets are likely to occur.
Most papers in this area have compared various ways of
operationalising sentiment against odds set by a bookmaker.
Even under the most advantageous circumstances, these found
sentiment to perform at a similar level of accuracy to book-
makers’ odds, i.e. both predicted the final outcome of a sport-
ing match at the same rate of success. In many cases, senti-
ment was less predictive of outcomes than odds. However, a
common finding that emerged was the ability of sentiment to
pick up on longshot outcomes to occur. When setting odds on
an outcome, bookmakers have to balance their own calibra-
tion of the probabilities of certain outcomes occurring, whilst
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at the same time creating a set of bets that are attractive to
potential consumers. Where sentiment appeared to be partic-
ularly effective was in identifying the likelihood of an upset
[53••, 58]. The ability of sentiment to predict upsets is impor-
tant in understanding these might be profitable. Where
sentiment-based approaches seem to have particular value is
in their ability to identify successful upsets.
The other caveat noted in some of these analyses is that the
predictive value of these may vary over time—in particular a
couple of analyses [52, 59] found that using social media had
particular predictive value in the latter half of sports seasons.
Further, it appears one of the areas where social media data
has particular value is in its immediacy; sentiment on social
media moves faster than the changing odds of a bookmaker,
and it appears that in certain instances, this immediacy has
particular value.
Discussion
Social media is being used in gambling research to study how
gambling companies communicate, how gambling communi-
ties develop and how sentiment can be calculated and
harnessed to predict outcomes. The majority of these papers
have been published in the last 5 years, from a diverse range of
areas including gambling studies, economics, data science and
sociology. The literature calculating sentiment has clear rele-
vance to gambling but has been exclusively published in out-
lets unrelated to gambling studies. There are a number of areas
that are worth highlighting where social media can be used in
future gambling research.
New Platforms and Multimedia
It is important to be aware of the evolving ways in which
people communicate on social networking sites and the in-
creasing use of multimedia. At present, the literature has been
mostly focused on text posted by gambling companies or
users on Facebook and Twitter, which is representative of
the way in which companies use social media [26].
However, social media increasingly involves the use of im-
ages, sound and videos, with some popular platforms such as
Instagram and TikTok centred around these. Indeed, it has
been previously noted that the majority of some gambling
companies’ postings on Twitter include images [7••]. This
critical gap in understanding the use of multimedia in gam-
bling advertising warrants examination, and the analysis of
image data remains a rich yet untapped source of data for
gambling researchers. However, there are methodological
challenges in processing these data. It is possible that classifi-
cation approaches in machine learning can be used to classify
images and multimedia at scale. This involves the training of a
dataset based on a prior categories or themes, which can be
built from rich, nuanced qualitative work, and applying them
to a large novel set of data.
The Impact on Vulnerable Groups
One area of concern warranting further examination is the vis-
ibility of, and engagement with, gambling adverts on social
media by people too young to legally gamble. There is early
albeit converging evidence that many children see gambling
adverts on social media [25••, 33•, 39]. Further, a small propor-
tion of followers of gambling companies’ social media profiles
appear to be children as well [32]. It is important to note that
gambling operators report wanting, alongside their regulatory
obligations, to prevent young people from inadvertently
accessing their social media profiles [26]. Nonetheless, does
indicate that there is a need for further study, perhaps by using
simulated social media profiles, to examine the ways in which
social media advertising reaches younger people. The difficulty
with looking at this solely from the perspective of the profiles of
gambling companies is that this does not necessarily corre-
spond to what the account’s followers see on their profile.
Social media companies often have algorithms to filter the con-
tent users receive. Two users who follow the same gambling
company on Twitter can be shown different volumes and types
of content, based on variables such as the amount of accounts
they follow, engagements with content in their network, or
previous engagement with gambling content. Therefore there
is a need to understand this heterogeneity, and its impact, from
the perspective of the user. Studies that have analysed the ad-
vertising content on social media have noted the lack of respon-
sible gambling messaging [7••, 9••]. Further research ought to
determine the extent that there are differences between adver-
tising on traditional and emerging platforms.
Diversity (of Communities)
Relevant to the use of new platforms and potentially vulnera-
ble groups is the role of intermediaries such as affiliates, tip-
sters and influencers including celebrities. Whereas gambling
companies report more focused social media presences [26],
intermediaries are likelier to use a range of social media plat-
forms, which include ones with greater multimedia usage.
They operate in an ambiguous legal area and might be more
likely to engage younger audiences [8••, 38••]. There is also a
blurred line between content generated by influencers and
commercial content that is worth rigorous study.
Further, there are many communities, groups and stake-
holders involved in gambling, many of whom are active on
social media and hitherto unexamined. Understanding the
way social media is used for other gambling related issues is
of further interest, especially in the interplay between various
gambling stakeholders and policy [28]. This comes into
sharpest focus when looking at communities of recreational
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gamblers, which has been limited to the online poker commu-
nity [47, 48]. It is worth pointing out that there are a wealth of
other gambling communities that have not been explored.
Although most of the focus in the communication and calcu-
lation of sentiment themes has fallen onto the betting sector,
this has not been replicated in understanding the dynamics of
the many betting communities that exist.
Longitudinal Research
Across each of the themes, there is potential in further
harnessing the longitudinal nature of these data. The content
of gambling advertisements for a sporting event will change as
the event draws near. The makeup and topics of conversation
of discussion groups evolve over months or years, and as
information comes in sentiment data might become biased in
the same way we see behaviour in stock markets [60].
Similarly within the theme of community, one of the topics
that emerged was the issue of recovery, and particularly re-
covery as a process. The study of recovery is by its nature a
longitudinal process, and exploring how users’ posts on social
media change over time might give insight into how gambling
support communities facilitate recovery, which has the poten-
tial to be scaled up and used for wider benefit. There are also
important ethical considerations around the observation and
use of data from gambling communities, and approaches that
minimise intrusion (e.g. using statistical models to model
topics) and/or maximise transparency (e.g. engaging with
the group) are desirable.
Replicability
Across all of the themes, there is early encouraging evidence
of convergence in studies looking at issues such as advertising
Table 2 Studies included in the systematic review that have a community (recreational or help-seeking) focus
Paper Methodological approach Key findings Theme
Sirola et al. (2019)
[45]
Online survey (2642 respondents) Higher SOGS severity, internet use and male gender linked
with online gambling forum use, with evidence in one
sample of moderation by loneliness
Community—
recreational
Miller et al. (2016)
[28]
Webscraping and qualitative analysis
(877 Twitter users)
Gambling is highly visible on social media with multiple






Sirola et al. (2018)
[44]
Online survey (1200 respondents) Higher problem gambling severity (SOGS), male gender,
age, online casino use, payday loan use and compulsive
internet use associated with online gambling forum use
Community—
recreational
Rodda et al. (2018)
[43••]
Qualitative (of 1370 forum posts) Found four types of change strategies (pre-decisional,
pre-actional, actional, multi-phased) from posts to an
online support forum
Community—support
Floros et al. (2013)
[46]
Online survey (2017 respondents) Identified that internet usage, particularly of social media,





Mixed methods (analysis of 60 forum
posts, 19 interviews and online
survey of 121 participants)
Identified different motivations for forum posting (advice,
help-seeking, stories, supporting others), and how





Webscraping of 2298 posts to a
gambling form
Statistical modelling identified four categories of topic—
negative emotions caused by gambling, recovery




Qualitative study of 97 posts by 40 users
to a support forum for family
members affected by gambling
Themes of help-seeking, shame and trust issues, managing
the gambling problem financially and motivations or




Online ethnography of two online poker
forums
Two themes relating to the experience of online poker play,






Discourse analysis of 11 gambling
support forum users
Identified themes relating to forum posts (shame, harm,
gambling as an addiction, recovery, and control or
responsibility) and forum usage (moderation,





Online ethnography of three online
poker forums
Examined hierarchies within and between online poker
forums, the sense of community within each of them,
and how gameplay related topics have influenced how




content, frequencies and absences of responsible gambling
messaging [7••, 8••, 9••], in topics on online communities
[10••] and in the efficacy of sentiment to guide betting
strategy [52, 58]. There is however a need to establish
the replicability of these findings, illustrated using the sen-
timent literature. A range of timeframes, volumes of data
and implementations of sentiment have been used that give
considerable scope to assess whether there is a most effi-
cacious approach. Some appear to be more effective later
in sports seasons, as sentiment and performance become
calibrated [59]. Replications are needed to understand the
boundary conditions on the effectiveness of sentiment in
predicting the market. There is a risk that the effect size
diminishes over time as bookmakers become more aware
of these approaches and take sentiment into account, re-
ducing the window for sentiment led betting opportunities.
Thus there are multiple threats to the effectiveness of sen-
timent based approaches that warrant investigation.
Limitations
This review has categorised the studies of social media in
gambling into three areas. This should be considered primarily
for clarity of presentation. There are many nuances within
each theme, such as the group of study (e.g. recreational vs
problematic gamblers), type of gambling and research ap-
proach (e.g. quantitative vs qualitative, survey vs content anal-
ysis). Further, whilst we have identified broad similarities in
findings between studies, these should be treated as indicative;
the number of papers reviewed is relatively small and so most
require further replication.
Conclusions
Research using social media data in gambling research can be
categorised into three themes: communication, community
Table 3 Studies included in the systematic review that focus on the calculation theme
Paper Methodological approach Key findings Theme
Feddersen et al. (2017)
[57]
Observational (likes on
Facebook pages of major
sports teams)
Finds evidence of sentiment bias in bookmakers’ odds setting using




Brown et al. (2017)
[51••]
Webscraping (of 13.8 million
tweets)
Twitter posts can predict the outcome of soccer matches, with particular
value after goals and red cards, and this can provide additional







Observational (of sports teams
Facebook likes)
Finds evidence for sentiment bias in betting behaviour for NFL but not




Hong and Skiena (2010)
[52]
Webscraping (of Twitter) Sentiment (from Twitter) performs less well at predicting NFL outcomes









Evidence of market inefficiency in betting markets, as they respond




Godin et al. (2014) [59] Webscraping (of over 50
million Tweets)
A combination of Twitter based sentiment and predictions, and statistical
performance, can perform similarly in accuracy to betting odds and





and Labedz Jr. (2016)
[58]
Webscraping (of over 1 million
tweets)
Attempted to decompose sentiment not just by valence, but by
objectivity-subjectivity. Models based on sentiment did not tend to be





Schumaker et al. (2017)
[53••]
Webscraping Used investing techniques to model absolute and relative sentiment, and








likes of esports teams)
Uses Twitter followers to model popularity, finding biases in betting




Brown and Reade (2019)
[55•]
Webscraping Finds pooled judgements using a sports tipster community can




Peeters (2018) [54•] Webscraping Transfermarkt valuations of players perform similarly to expert and





and calculation (of sentiment). Social media has been used to
study gambling advertising and the groups it reaches and the
communities of gamblers that exist online and to aggregate
sentiment as a betting tool. In each case, there are promising
findings that in time might feed into policy, practice and rec-
reational gambling behaviour (Tables 2, 3).
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